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[bookmark: _jmi1dyvi1tmm][bookmark: _Toc213859826]1. Introduction:
The concept of strategic management in contemporary business performance has strategically focused towards enhancing business frameworks by integrating long-term environmental, social and economic goals into an organisation by addressing the strategies and operations. This is also firmly associated with the integration of business processes through the ability to help businesses achieve long-term success, build a competitive advantage, manage risks and meet the growing demands of stakeholders. This business strategy is of further significance for businesses to balance profitability with social and environmental responsibilities, which leads to greater innovation and a stronger market position. Hence, while defining strategic management, it can be argued that the process of defining and implementing procedures and objectives sets a company apart from its competitors. The current report has therefore strategically focused on discussing a range of strategic management aspects and their significance in contemporary businesses. This is so, by incorporating a specific case study of a United Kingdom-based automotive company, Aston Martin, to analyse its competitive advantages, optimisation of resource allocation, improving decision making and overall increasing adaptability for effective market change.
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Figure 1: Company Logo
(Source: Astonmartin, 2025)
Aston Martin, a UK-based ultra luxury sports cars and grand tourers, manufacturer founded in 1913 (Astonmartin, 2025). Known for its innovative, stylish vehicles, including DB12, DBX707, and Valkyrie, and is a symbol of British luxury, performance, and exclusivity worldwide. As a luxury automotive company, Aston Martin was able to generate €285.20 in Q2 2025 and a gross margin of 33.28% on a trailing twelve-month (TTM) basis (Astonmartin, 2025). The company envisioned itself to be the world’s most desirable, ultra-luxury British Brand, by creating the most exquisitely addictive performance cars (Rccdbcars, 2025). 
[bookmark: _8kl17ijs4idb][bookmark: _Toc213859827]2.0 Strategy Analysis
[bookmark: _iebo9sjzwpga][bookmark: _Toc213859828]2.1 External Environment Audit
[bookmark: _ne7ikryp7u4r][bookmark: _Toc213859829]2.1.1 PESTLE Analysis
	PESTLE
	Analysis

	Political
	· Monarchical parliamentary form of government, Prime Minister as the head of Parliament
· Despite significant challenges, the UK political system has been able to perform well during the Phases of Brexit, Covid-19
· The long stable government form of the UK has helped in building national stability in the national economy.

	Economic
	· The national GDP of the UK currently stands at about £754.4 trillion in 2025 (business-reporter, 2025)
· This growth has further been associated with a 4 per cent increase in bank interest rates (tradingeconomics, 2025)
· Moreover, the Per Capita Income of the UK is also about £37,232 annually, or £716 per week (ONS, 2025)

	Social
	· With the nearly 100 per cent literacy rate, the UK population has showcased exceptional educational capabilities 
· The employment rate of the country currently stands at 70.0 per cent in July to September 2025 (tradingeconomics, 2025).
· Whereas the unemployment rate of the UK currently stands at 5.0 per cent in July to September 2025 (ONS, 2025)

	Technological
	· With 98 per cent of Internet penetration, the UK is the leader in digital transformation, having projected market growth at £235.69 billion by 2030 (Trade, 2025)
· Government Investments, including Project GigaBit, aim to reach broadband to 85 per cent of premises by 2025 (Business, 2025). 
· Digital skills of the population have also increased by 4.4 per cent in the country
· The AI market in the country, currently valued at around £21 billion, is estimated to grow to 1 trillion in 2031 (Nestforms, 2024). 

	Legal
	· The Companies Act 2006 has focused on strict company laws 
· Consumer Rights Act 2015
· Employment Law, under the Equality Act 2010, further works towards data protection and tax regulations, including PAYE and VAT. 
· The National Minimum Wage Act 1998 (Legislation, 2025)
· The Health and Safety at Work Act 1974 protects the data, works for anti-discrimination and automatic pension enrolment. 

	Environmental
	· The UK government is strict on environmental issues, for which 
· Environment Act 2021 (Humanfocus, 2025)
· The Environment Protection Act 1990 is crucial in mandating that employers must control emissions (Eemc, 2025)
· This further enforced the implementation of specific control measures to handle wastes and pollution and ensured employee safety much more effectively. 


Table 1: PESTLE Analysis
(Source: Self-Created)
[bookmark: _a7gh6wrk16at][bookmark: _Toc213859830]2.1.2 Porter’s Five Forces
	Porter’s
	Analysis
	Indicator

	Threat of New Entrant
	· The luxury automotive industry has high capital costs for research, development and manufacturing, which requires significant brand building (Rccdbcars, 2025)
· The sector also has high barriers to entry.
· This sector, therefore, requires a long-term investment and a deeper understanding of brand and customer loyalty
	High

	Bargaining power of suppliers
	· Despite having a significant number of suppliers, only a handful of suppliers control key components of the supply chain. 
· That is further associated with the luxury and specialised vehicle sectors, which provide them with moderate power.
· The global nature of luxury automotive vehicles is therefore being impacted by this supply chain.
	High

	Bargaining power of buyers
	· The buyer's power in the luxury automotive sector of the UK is limited power by due to brand loyalties
· The high switching costs for customers are therefore significant for the brands to maintain customer loyalty. 
· The buyer's skills have some sort of power in their hands due to the availability of a number of substitutes and the high price-sensitivity in some of the segments of the industry.
	High

	Threat of substitute products
	· The substitution within the industry remains significantly vigilant due to significant R&D within the industry, resulting in shifts in brand values in the market (Astonmartin, 2025). 
· The growing interest of customers in electric vehicles has further become a crucial substitute threat, which requires different technologies and performance characteristics. 
	Moderate

	Intensity of rivalry
	· Having a highly competitive automotive sector, the industry has several market rivals, including Bentley, Rolls-Royce, Jaguar and Land Rover, and a range of others competing for increased market share.
· This fierce competition exists in the market across all vehicle types.
· Therefore, constant innovation for market product differentiation is required to maintain rivalry intensity. 
	High


Table 2: Porter’s Five Forces
(Source: Self-Created)
[bookmark: _6b7gfkn5qslq][bookmark: _Toc213859831]2.2 Internal Environment Audit: Analyse internal capabilities using the models such as Value Chain Analysis, Resource-Based View model and VRIO.
[bookmark: _ook6te6eyw0][bookmark: _Toc213859832]2.2.1 Value Chain Analysis
While discussing Value Chain Analysis of Aston Martin has significantly focused towards two significant activities. These includes Primary Activities and Support Activities
	Primary Activities
	Support Activities

	Inbound Logistics: The company has effectively worked towards developing relationships with a global network of supply chains that ensures the timely availability of high-quality components. Despite this, it has seen challenges due to increased flexibility, managing complexity and standardisation of major components (Astonmartin, 2022). 
	Firm Infrastructure: The development of firm infrastructure has been associated with legal, and various government affairs, and financial management. These aspects of Aston martin allowed in gearing towards managing the complexities of a luxury brand

	Operations: As a luxury business operation, this focuses on involving a transformation from raw materials into finished products using activities like assembly, machining, and testing. Aston Martin, in this respect, further focuses on production through sales and operations planning.
	Human Resource Management: The company also uses a strong HRM by allowing the employees to create a positive work environment. This is further effective by retaining highly skilled personnel for enhanced quality and innovation. Investment in skill development programs, therefore, becomes crucial (Astonmartin, 2024)

	Outbound Logistics: As an outbound logistics of, Aston Martin has adopted a range of global distribution of finished vehicles through dealerships and customers. Despite so, the company has faced challenges in addressing strategies like the utilisation of air transport (Astonmartin, 2025)
	Technology Development: As a luxury brand, Aston Martin has invested heavily in the R&D that becomes a crucial element for innovation in vehicle design and engineering. Investments in the development of various future products like GT and Sports vehicles, and mid-engine PHEV programs. 

	Marketing and Sales: using effective brand values, the company utilises increased British Heritage and elegance through quality and performance. It also uses high values and exclusivity of the products to justify high price points. 
	Procurement: As a sports luxury organisation. The company has procured a range of products and raw materials for building the organisation. These strategies therefore focused on selection of high-quality suppliers and working with them to manage costs and ensure supply chain efficiencies. 

	Services: Aston Martin further has a strong after-sales service, which remains crucial for maintaining brand loyalty in the luxury segment. This further focused on quality and customer satisfaction, using excellent service that helps in reinforcing the high residual values of the cars (Astonmartin, 2025)
	


Table 3: Value Chain Analysis
(Source: Self-Created)
[bookmark: _5t799hau32n8][bookmark: _Toc213859833]2.2.2 Resource-based View Model
As a resource-based view model and its implementation within the luxury automotive company Aston Martin, it is found that there are various segments that need to be addressed. These include:
Valuable Resources and Capabilities: 
· Brand Identity and reputation: The company works towards enhanced brand value by building valuable assets, these includes desirability, luxury and performance. The return of Aston Martin into Formula 1 has also enhanced its brand perceptions
· Craftsmanship: The development of high-quality materials and time-honoured craftsmanship remains central to the development of company’s ethos and customer expectations (Astonmartin, 2025)
· Manufacturing and Technology: Use of flexible platforms like VH platform allows increased efficiencies and adaptabilities.
Rare Resources and Capabilities
· Strategic Partnerships: The company has developed strong strategic partnerships with Formula 1, helps generates significant brand value and customer engagements
· Unique Product portfolio: Combination of luxury GTs, sports cars and hypercars helps create a distinct niche in the market (Astonmartin, 2025). 
Inimitable Resources and Capabilities:
· History and Heritage: The long-standing history of the company, has significantly increased inimitable and valuable resources that cannot be easily replicated by newer competitors
· Customer Loyalties: Having a strong, dedicated and passionate customer base remains key competitive advantages for cultivating business growth (Astonmartin, 2025)
Organisational Skills and Abilities for Organising Resources
· Strategic Executions: Effective development of organisation of resources for developing and launching successful products helped effective execution possibilities
[bookmark: _7lowcfd7b0gc][bookmark: _Toc213859834]2.2.3 VRIO Model
	VRIO 
	Analysis

	Value
	· Strong Brand Value
· Rich Heritage
· High-Quality Craftsmanship
· Skilled Workforce

	Rarity
	· Unique Brand Identity
· Niche Customer Bases
· Exclusive Products (Astonmartin, 2025)

	Imitability
	· Costly to imitate
· Easily imitable in some respects
· Brand Association

	Organisation
	· Strong Capabilities
· Distribution Networks
· Need for improvements
· Adapting to Market


Table 4: VRIO Analysis
(Source: Self-Created)
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	SWOT
	Analysis

	Strengths
	· Stronger brand equity and Heritage: Enhancement of business product qualities, the company has able to delivery British luxury, elegance, and performances
· Engineering and Design: The company is known for its high-quality, powerful and desirable cars with iconic styling and a focus on craftsmanship (Astonmartin, 2025)
· Brand Extension: The company has successfully expanded its brand that is beyond cars through initiatives like luxury residence and lifestyle experience

	Weaknesses
	· Limited Market Penetration: The company has a niche market in luxury and sports market segment only, that has limited market expansion scopes with higher competition
· Financial Instability: With a history of financial struggles, the company has significant losses in the market with higher debt levels
· Limited product portfolio: With lesser numbers of product portfolio, the company has faced extensive challenge in market share maintenance

	Opportunities
	· Market Expansion: Aston Martin has a strong scope for market entry by expanding to other geographical locations
· Product Diversification: Effectively developing a range of products through diversification will further significantly contributes towards business expansion (Astonmartin, 2025)

	Threats
	· Intense market competition: Having stronger market competition, the company has faced challenges from companies like Ferrary, Lamborghini and Porsche. 
· Economic Downtime: Despite significant growth possibilities, the company has faced challenges from recessions and shifts in consumer spending
· Supply Chain issues: Issues of supply chains that the company has faced are also making it challenging for the company to deal with
· Changes in customer preferences: Customers are constantly changing their preferences, which is making it challenging for Aston Martin to Co-opt with (Astonmartin, 2025)


Table 4: SWOT Analysis
(Source: Self-Created)
[bookmark: _rmv6wncmw5s3][bookmark: _Toc213859836]2.4 Propose well-founded strategic alternatives to enhance the company’s market position and ensure sustainable growth
The Aston Martin, a British multinational luxury sports car manufacturing company has extensively developed its market share and business model with years of hard work, quality and elegance. Despite so, with intense market competition, and frequently changing customer preferences, the company has faced issues in enhancement of market shares (Astonmartin, 2025). In this respect, to sustain in highly competitive market environment, appropriately seeking alternatives for enhancing market position and ensuring sustainable growth is crucial. This further focused on accelerating the business transitions for electrifications with a strong brand enhancement approach into its product line. The strategic alternatives for the company therefore include:
· Incorporation of strategic alternatives using scopes like Electrifications: The Aston Martin has still not engaged in product diversification particularly in vehicle electrification segment. As the global vehicle industry is shifting their focus towards electric vehicles the company must need to accelerate their products which will be aligned with sustainability goals and customer demands for lower emission luxury vehicle (Astonmartin, 2025). 
· Exapnsion of product personalisation: To address new age of luxury vehicle customers the company must focus on personalised product development through Bespoke and Limited-edition models by expanding “commission program”. 
· Focusing on sustainability Goals: Todays the automotive industry has shifted their business focus towards a more sustainable one by eliminating various non-degradable products and energy emissions. The Aston Martin must also engage in such activities like reduction of plastic waste, water consumption and meeting net zero emission target for industrial plans by 2030. 
·  Investing in strategic partnership: Development of a strong scope of strategic partnership is further important for an organisation to engage and enhance business production volume and reduction of cost. Therefore, Aston martin must also focus on strategic partnership with various segments including the EV technology Company and accelerating the transition (Astonmartin, 2025). 
[bookmark: _e9d6qz667tmg][bookmark: _Toc213859837]3. Conclusion and Recommendations:
Recommendation
· Electrification: To prioritisation of launching battery electric Vehicle (BEV) should be addressed rapidly by Aston Martin for addressing changed customer preferences into electric vehicles to reduce carbon emission. Moreover, target towards fully electrification of the entire core portfolio, by 2030 to meet long-term sustainability targets, to accelerate business growth. 
· Aston Martin needs to focus on growth market: Rather than stagnating into already existing markets Aston Martin needs to focus new and emerging market segments including Asian markets and South American markets to address market expansion. 
Conclusion
To summarise the growth of strategic Management in the contemporary highly competitive automotive industry becomes a crucial aspect. As mentioned earlier this not only provides scope for business expansion, financial profitability but also addresses, sustainable growth for a long-term period. This report has therefore, provided an elaborated understanding of strategic management by addressing the business challenges faced by Aston Martin within the niche market. 
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